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ASSESSING  MDBS  MARKETING 
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OUTLINE 

•  About  INPUT 

•  Purpose 

•  Methodology 

•  Company  Strategic  Issues 

•  Market  Strategy 

•  Tactical  Marketing  Issues 

•  Recommendations 
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Digitized  by 

the  Internet  Archive 

in  2015 

https://archive.org/details/assessingmdbsmarunse 


-   . 


INPUT  SERVICES 


SUBSCRIPTION 
PROGRAMS 


MULTI-CLIENT 
RESEARCH 


CUSTOM 
RESEARCH 


MANAGEMENT 
TOOLS 


INPUT 


r  \ 

RECENT  INPUT  EXPERIENCE 

•  Effective  Corporate  Planning  in  the  Computer  Services  Industry 
(subscription  study). 

•  Marketing    Systems   and    Applications    Software  (subscription 
studies). 

•  Improving  Sales  Productivity  in  the  Computer  Services  Industry 
(subscription  study). 

•  The  merging  of  Hardware,  Software  and  Services  (subscription 
study). 

•  Personal  Computer  Software  Market  Opportunities  (subscription 
study). 

•  Supporting  Personal  Computer  Software  (subscription  study) 


•  Fourth  Generation  Languages  (subscription  study). 

•  Software  Terms  and  Conditions  (custom  study). 

•  Software  Business  Practices  (custom  study). 

•  Strategies  for  Entering/Expanding  Particular  Markets  (several 
consulting  assignments). 

•  Development  of  Business  Plans  (several  consulting  assignments). 
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PURPOSE  OF  STUDY 


•  Identify  MDBS  marketing  strengths  and  weaknesses,  e.g. 

-  Organization 

-  Distribution 

-  Sales  Management 

•  Examine  product  and  market  issues 

•  Analyze  relationship  of  company  goals  and  marketing  strategy 

•  Recommend:  Changes/further  analysis 
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METHODOLOGY 

•  Examined  MDBS  materials 

-  Documentation 

-  Marketing  Materials 

-  Contracts 

•  Interview  staff  in  Lafayette,  Dallas,  Chicago 

-  Management 

-  Development 

-  Sales 

-  Support 

-  Administration 

•  Related  MDBS  situation  to 

-  Industry-wide  issues 

-  Situation  in  similarly-situated  companies  in  computer  service 
industry. 
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COMPANY  STRATEGIC  ISSUES 
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COMPANY  STRATEGIC  ISSUES 


•  Top  Down  Approach  Needed 

•  Key  Decision 

•  CEO  Focus 

•  Image  -  Current  and  Optimal 
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TOP  DOWN  APPROACH  NEEDED 


•  Past:.  Bottom  up,  fragmented  approaches  in  marketing 

•  Need: 

-  Realize  interrelationships  between  company  strategy  andmarketing 
structure 

-  Top  down  analysis/planning 

Identify  company  strategy 

Develop  consistent  marketing  strategy 

Implement  detailed  (tactical)  marketing 
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KEY  STRATEGIC  DECISION 

•  Very  product  oriented  company 

-  Somewhat  unwelcome  environment  to  "marketing" 

•  Basic  Alternatives 

-  "R&D  Boutique" 

Source  Code  Sales 
Distributors,  Hardware  OEMS 
Major  Turnkeys 

-  Full-service  Marketing  Company 

Direct,  selling,  many  channels 
Support  to  technically  feeble 
Marketing  responsive 

•  Able  to  commit  executive  support  for  effective  marketing? 

^  INPUT  ' 
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CURRENT  IMAGE 

Company 

Extremely  diffuse  and  confusing:  MDBS/ISE/CCS 
Little  external  sense  of 
Quality 

Uniqueness  of  Products 
Breadth  of  offerings 
Products 

Little  sense  of  unique  results  from  using  company  products 
Printed  materials: 

Little  distinguishing  between  target  audiences 

Feature  lists 

Unassessable  assertions  of  advantages 
Too  much  detail  for  pure  image  building  or  recognition 
Too  little  easily  assimilated  detail  for  understanding 
Documentation  probably  a  negative  sales  force 


IMAGE  SHARPENING  NEEDED 

•  Consolidate  names  around  MDBS 

-  ISE  faded  force  anyway 

-  CCS  legal  problems 

•  Prepare  summary/detail  case  studies 

-  By  Product 

-  Identify    how    main    named/unnamed    competitors    could  not 
achieve  these  results 

-  Quote  previously  unsatisfied,  now  happy,  users 

•  Prepare  results-oriented  (rather  than  process-oriented)  demos 

•  Prepare  one  or  more  sales/demo  videotapes  for  each  product 

•  Prepare  introductory  level  tutorial/documentation 

-  Select  useful,  small  product  subsets 

-  Rigorously  pretest  with  intelligent,  ignorant  people 

•  Target  materials  (ads,  brochures,  mailings)  at  specific  audiences 

•  Take  advantage  of  product  orientation  (e.g.,  ad:  "Are  we  the  last 
software  company  sti  1 1  run  by  people  who  understand  software?"...) 
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MARKETING:    STRATEGY  ISSUES 


MARKETING:  STRATEGY  ISSUES 

•  Prodgct  -  Customer  Relationships 

•  Differences  in  product  selling  skills 

•  K  Man 

•  MDBS  III 

•  Role  of  CCS 

•  "Data-based"  marketing  strategy 

-  Why? 
-What? 

-  How? 


INPUT 


*H 
4-1 

c 

0) 
■u 
o 
P-i 
II 


u 

<>• 

•rl 

4-1 

c- 

•rl 

4J 

§ 

X 

O 

+J 

a> 

•H 

H 

H 

O 

a 

4-1 

a 

E 

c 

a 

o 

o 

o 

a 

o 

o 

o 

INPUT 


SELLING  SKILLS  AND  DEPTH  REQUIRED  (SCHEMATIC) 


o    MDBS  III  and  K  Man:  Require  knowledge  of  product  and  its  fit  with 
general  problems. 

o    Consulting:     Requires  knowledge  of  product  and  fit  with  specific 
client  problems. 


KNOWLEDGE  MAN 

•  Multiple  distribution  channels 

-  Over  a  dozen  contemplated/planned 

-  Product  conflicts 

Intra-K  Man 
Intra-MDBS 

MDBS  and  third  parties 

-  MDBS  resource  limitations 

Start  with  2x,  reduce  to  x 
How  to  identify  winners? 
Sales  data  is  in  manual  form 
Gross  units,  2  weeks  old 
Breakdown  not  feasible 

•  Short-term 

-  Largely  standalone  effort 

-  Corporate  capabilities  very  useful 

•  Long-term 

-  Integrate  products? 

-  Integrated  marketing  to  corporations 
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MDBS  III:  TEMPORARY  PROBLEMS? 

•  ISE  era  (staff  and  organizational  building,  geographic  move) 

•  Change  in  sales  focus  (OEM  to  Corporate) 

•  Product  quality  problems 

-  Two-thirds  of  current  customers:  not  referral  condidates? 

-  New  release  rectify? 

•  Lack  of  support 

-  Sales  training 

-  Sales  support  staff 

-  Effective    materials    (e.g.,    demos,    videotape,  introductory 
manuals) 

-  Order  Processing 

•  Single  prospecting  method  (telemarketing) 
t  Morale 

•  Variable  sales  output 

 INPUT 


ROLE  OF  CCS 

•  Provides  feedback  not  currently  obtainable  from  OEMs.  Current 
OEM  defects: 

-  Too  small 

-  Inadequate  products  (?) 

•  Short  term  income  stream  from  proprietary  application  packages 

•  Increase  attractiveness  to  large  accounts 

-  Corporate  package  deals 

-  Another  access  to  source  code/specials 

•  Sales,  marketing  training  source 
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"DATA-BASED"  MARKETING  STRATEGY  (BY  PRODUCT) 

•  Buyer  profiles 

-  Size  . 

-  Industry  focus 

-  Application  focus 

-  Functional  area  of  end  users/titles 

-  Sophistication 

•  Distribution  channel  performance  profiles 

-  Cost 

-  Speed 

•  Competitive  analysis 

-  Products 

-  Marketing 

o  Lost  Business  Analysis 

-  MDBS  III 

-  K  Man  Corporate 
 INPUT 
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MARKETING  COSTS 


SOFTWARE  COMPANY  MARKETING  AND  SALES  COSTS 
(AS  A  PERCENT  OF  1  980  REVENUES) 


COMPANY  SIZE 

($  MILLIONS)  MARKETING  SALES  TOTAL 

Under  $1  mill.                    11%  21%  32% 

$1-10  mill.                            14%  29%  43 


MDBS  Steady  State  =  ? 


o. 


Over  $10  mill.  5%  30%  35 
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TACTICAL  MARKETING  ISSUES 


INPUT 


TACTICAL  MARKETING  ISSUES 

•  Assessment  of  effectiveness  of 

-  Sales-related  functions 

-  Other  marketing  functions 

•  Proposed  MDBS  marketing  functions 

-  Phased  staffing 

•  Sales  force  -  general  issues 

•  Sales  force  -  compensation 

•  Sales  force  -  geographic  location 

•  Access  between  marketing  and  non-marketing  functions 

-  Importance  of  geographic  placement 
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SALES-RELATED  FUNCTIONS:  ASSESSMENT 


AREA 


RATING 


COMMENT 


Software  Sales 
MDBS 
KMAN 


Poor 
Fair 


No  direction 


Diffuse  plans 


Professional 
Services  Sales 


Sales  Training 


Good 


Very  Poor 


Self-starter;  needs  coordination 
and  more  staff 

None  (just  starting) 


Sales  Management 


Very  Poor 


No  personnel  or  direction 
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OTHER  MARKETING  FUNCTIONS:  ASSESSMENT 


AREA 


RATING 


COMMENT 


Support 


Fair 


Lack  training,  supervision 


Training 


Fair 


Limited 


Product  Management  Poor 


KMAN  :  inexperienced;  MDBS  III 
none-;  Plans:  Diffuse 


Product  Planning 


Fair 


Little  Marketing  input 


Marketing 
Communications 


Fair 


Overloaded;  no  direction 


Marketing 
Analysis 


Very  Poor  None;  key  deficiency 
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SALES  FORCE  -  FUTURE  GUIDING  PRINCIPLES 

•  All  cross-trained 

- 

-  Referrals 

-  Improve  company  image 

•  Specialize 

-  K  Man  for  dealers,  distributors 

-  MDBS  and  K  Man  for  telephone  sales  to  MIS  and  software  houses 

-  MDBS  and  custom  products  for  on-site  calls 

•  Encourage  team  selling 

-  Training 

-  Compensation 

-  Prospect/customer  data  base 

— —  INPUT 


COMPENSATION  ISSUES 

•  Sales  personnel  are  not  greedy,  but  competitive 

-  Winning  is  very  important 

-  Compensation  is  a  continuing  form  of  feedback 

•  Commission  structure  is  the  game  rules 


-  Logical 

-  Simple,  if  possible 

-  Infrequently  changed 

-  Supportive  of  longer  term  company  goals 
•  Commission  ground  rules 

-  Annual,  not  monthly,  quotes 

-  Escalation  for  meeting  quota 

-  Commission  sharing  for  team  selling/referrals  (among  peers) 

-  Overrides  or  office  quota  for  sales  managment  role  in  training, 
guiding 

-  No  artificial  product  boundaries 
 INPUT 


GEOGRAPHIC  LOCATION  OF  MARKETING  FUNCTIONS:  KEY  ISSUE 

•  Sales  force  consideration 

-  Group  sales  force,  avoid  solo  outposts  (especially  new  hires) 

Training 

Cooperation 

Morale/effectiveness 

Regular  trips  to  territory  (may  cost  no  more) 

-  Encourage  teamwork 

Between  product  specialities 

Between  telephone/on  site  efforts 

Between  sales  and  support/consulting/technica!  staffs 

Via  compensation  and  managment  mechanisms 

Need  prospect/customer  data  base 

-  Metropolitan  area  location 

Recruitment 
Travel 

•  Colocation  of  other  sales-related  functions:  complex  issue 

-  Some  disadvantages  to  all  options 
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RECOMMENDATIONS 


RECOMMENDATIONS 
View  MDBS  III  as  strategic  keystone 
Entry  to  corporate  market 
Major  turnkey  OEMs 
CCS  function 

MDBS  III  needs  . 

Product  managers 

Assess  customer  satisfaction 

Marketing:  major  input  to  product  direction 

Product  steering  committee:  President,  R&D,  Development, 
Marketing 

K  Man:  Short  term  focus 

Control 

Coordinate 

Measurement  and  feedback 


RECOMMENDATIONS  (Cont'd) 
Corporate  market:  Medium  and  long  term  focus 
Large 

Less  (but  rigorous)  competition 
Evolving  rapidly 

Large  window  of  opportunity  now 
Coordinated  corporate  marketing: 
Cross  training 

Backup  (Sales,  sales  support) 
Compensation  incentives  for  team  selling 
Prospect  data  base 

Time 

Products 

Geography 


MARKETING  VP  SELECTION  FACTORS 

•  Critical  factors 

-  Personal  chemistry 

-  A  record  of  successful  building  (preferably  in  a  growth  start-up 
situation):  people,  procedures,  ideas 

-  A  demonstrated  understanding  of   marketing  intangibles  (i.e., 
hardware  background  undesirable) 

•  Important  Factors 

-  Sales  management  experience  (i.e.,  may  have  to  act  in  this 
capacity) 

-  Marketing  planning  and  analysis  capabilities 

-  Administrative  skills 

-  Software  and/or  services  marketing  experience 

•  Desirable  factors 

-  Technical  background 

•  Select  right  person  quickly 
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